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ABSTRACT * ' 

The Accrediting Council on. Education for Joupnarlism 
and Ma^s Communication (ACEJMC). is th,e only agency 4:hat -accredits 
college and university advertising programs. Its accrediting 
committee consists of 10' educators and , seven professionals who base 
the accrediting process largely on how, well an advertising unit or 
sequence meeta the^ objectives and philosophies ^it , ha^ established for- 
itself. A jour'nalistn unit or sequence initiates the accreditation 
process by requesting evaluation by the .accrediting council. It then 
„p.rjepares. a pre^visit report in which it assesses its objectives, 
strengths, and weaknesses. A visiting team appointed by the 
accrediting committed then visits the campx^ for about two days, 
observing' classes and, intei^iewing administrators, 'faculty, and . ' 
students. Before leaving the campus, the team prepares its' report and 
presejtits it*to the unit head and the college's highest ^academic 
officer, but ill- retommendation*. is not revealed at this time. 7'he 
accrediting' committee considers all reports at its, annual meeting. 
The advertising programs are evaluated primarily in tern\s of their 
own objectives and philosophies^ ^but t^e commit^tee has 'established 
some basic standards .of administration^, teaching, facilities, and * 
oals. The Association for Edupation in Journalism could s^eek some 
cha^nges in the current accreditation process, but in any case it must 
cont;iftue to examine and define its own position on accreditation. 
'(JL) 



t 

' ^ ^ \ ^ 

****** *************j«r ************************** ******* 

* Reproductions supplied, by EDRS are the best that can be made 

* . > . from. the , original document. 
********,************************* ****i^******** ******************* ******* 



U S. DEPARTMENT OF EDUCATION 
NATIONAL INSTITUTE OF EPUC^ION 
E0,UCATI0NA1 RESOURCES INFORMATION 
CENTER (EfllO 
Qhis document hps been reproduced as 
rei-eived from the jierjori or organi?duon 
orrginating it 

Minor chaogei hav<^ been matJe to impmve 
reproduction quality * 

• Points of view or opimoni Stated m this d*ocu 
ment do not nete:>sarily represent otficol NIE 
position Of polity 



Advertising Division 



A PERSPECTIVE ON ADVERTISING ACCREDITATION STANDARDS 



Thomas A. Bowers * 
University of North Carolina at Chapel Hill 



"PERMISSION TO REPRODUCE THIS 
MATERIAL HAS BEEN GRANTED BY 



TO THE EDUCATIONAL RESOURCES 
INFORMATION CENT^(ERIC)." 



Presented to the Advertisi-ng Division, As80ciatior\foi/Education'in 
Journalism, at its annual convention in Athens, Ohib, July 1982. . 



A PERSPECTIVE ON ADVERTISING ACCREDITATION STANDARDS 



The Issue of accreditation standards for advertising programs, fias ■ 
become an. increasingly relevant and pertinent concern.in recent years. 
Infdrmal discussion of accreditation at the^^Sl AEJ convention ^stimulated 
a call for a'-fprmal Advertisiili;blvision session at thfs conyentipn and 
^the e^^abil8hiieht*of\4 diyision- committee 'to "stqdy^tlle question and to 

* cohslder .the ftoimulation of standards. Th#' American ;Academ5^ of Adver- - 

• ' " - ' • . . ■ ' -• ' 

'tisini lias ai's'o 'discussed 'th'e acore'diting question^ - ' ^. ' , 

'«•'.'.••■*:-- ' ' ' , . ' . ' ' •• 

' * The concern' has been hel^tened by .the great increase in'.bhe n'limber 

of advertising.^students and advertising programs, at U.S. colleges. ' In • _ 

his' antiual report on journalism enrollment^, Paul .Pete^oh reported that 

there were almost 10,000- sfudents in 'advertising sequtences in 1980.. 

Peterson's totals for 1981 were approximately 8,600 but they d;Ld not " - ^ 

include Michigan State,', one of the "largest advertising programs in the 

country.. By contrast, his reports 'jshowed 3,200 advertising students 

in 1970 and 5,7Q0 in 19*) 5. - Journalism Educator's annual. directory listed - 

' 89'schoolV or'd^artments with a4verti8ing sequences in 1981, and 30 of 

- those seqiLces are accredited by the Accrediting Council on Education 

' for .Journalism and- Mass Communication. In 1975, 24 sequences were 

accredited. , , , " 

' Donald Vanpe reported in 1980 that advertising programs in journalism 

. . i 

,.or communications departments outnumber programs" in business schools by 
nearly five to one. 'In a later paper,-Vance reported, that advertising 
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•practitioners have had no involvenrcJrt in the advertising accreditation 
•process and. that advertising educators have not had much of a voice in 

accreditation decisions. Vance recommended a four-part program to increase 

involuement in tha accreditation process: 

1. Establish and fund a Commission on Advertising Education ^ 

that includes, educators and practitioner?.- * ^ ' ^ 

2 ' Ask the Commission'- .to make rBComm^datious of "ideal advertising / . . - ' 
- . educational patterns"'in joumalism'and busiilea^.ptcrgrams*- ' 

• V ^ • 

3. Seek ACEJMC mewfctership for the-Am^rican Academy of ^'Advertising./. , 

4. Seek membershipL* f or thjB American Academy of Advertising, the ^ ^ 
Association of National Advettisers, the American Associatijifn. of 

■ L Advertising Agencies and the. National Retail Merch^ ; 

on ACEJMC and the American Assembly of Collegiate Schools of ^ ^ 

• ■ (4) , " • ' - . ■ - - 

iBusiness. ■. . . ' ' * ' - ' 

This paper explains the organizations involved in the accreditation 
process for journalism and mass communication, describes the accr.editation 
process, discusses the standards- used ta^evaluate programs and propaaas some 
approaches to the question, of. standards for advertising "acfr^itation. _ . 

/" • . ■. • ■■ 

' ACCREDITING ORGANIZATIONS . ' 

' The Accrediting Council , * * , ^ ; ' ' * * 

The only agency that accredits advertising programs, in journalism and 

communications units -is the Accrediting Council on Education for Journalistn ... 

and Mass Communication (ACEJMC); ACEJMC is formally recognize^' for this > ; .. . 
-purpose by the United .States Office of Education and the Council -Qn, Post- > " 

Secondary Education (COPA) . ^ ' J / ' . ' " * ^ ^ * 

■ Al-^- • — ' ■ ^ ; 7" " ~^ 
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The Council has 33 members: 19 professional representatives, 11 ^ 



journa^.sm^'teducator representatives and 3 public representatives. The 
19 professionals represeat organizations that join the Council^b^y applica- 
tion ajnd approval of other Council memb^ers. Organizations currently relp- 

6 V * • - 

resented are: 

* 



American' Newspaper Publishers Association ^ 
American Society of Magazine 'Editors^ 
'American Society of Newsp'aper Editors 
Associated Press Broadcasters Association" 
Associafed Press Managing Editors Association 
Broadcasl^'EducatioIr Association 
Inland Daily Press Association - 

International lA^sbciation of Business Communicators ^ 
^latemational Newspaper Advertising and Marketing Executives 
National Association of Broadcasters 
National Conference o^ Editorial Writers , 4 
National Newspaper Association 



National Press Photographers' Association 
Public Relations Society of America 
; Radio Television News Directory Association, 
Society of Professional Journalists, Sigma Delta Chi 
S outhern New s p'a paiE^-Publi&hers. A ss oci a t i on ^ — 



Western Newspaper Foundation 
, Women in Communication, Inc* 



^^Educators on the Council are from three associations: 



Association for Education in Journalism • 

Sharon Murphy, Southern Illinois ' \ 

Donald Brbd, Northern Illinois ^ t; ^ . 

Paul Peterson, Ohio .State • ^ 

Kenneth 3tarck,.*Iowa / ' ' 

* American Society of Journalism School Administrators ■ 
Robert Blancherd, Penn State, ' . 1^ 

^ .jyavld Haberman, Creighton ' ' '\ ' . ^ 

Billy Ross, TeKa^'Tech * ' / 

American Association of Schools and Departments; of Journalism 
. \ , Ken Atkin, Califorrria State at Fullefton \ 
. . Dwight Teeter, Texas' * 

Richard Gray, Indiana, ^ ^ * ' . . / 

A former educator. Milt pross of Missouri; is secretary-treasurer, of the Cpundil, 
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Current public members are Marilyn A^nsworth". a law professor from . 
the U^xiverstiy of Kansas; Carl Sapp.'an attorney in Columbia, Mo.; and . 
Arry hill, a physician from Atlanta.^. 

, Each Council member 'currentlj: has one vote, which means that educators 
are outnumbered by professionals. . That .situation led to a^es6lution at the 
1981 AEJ- convention ^allin&.for eq«|il representation for educators. The* , 
question is currently being discussed by the Coundil. 
... .' • Three educators ""n the Council have advertising backgrounds: Gross, 
Atkin and Ross! However.' no sequence o:^ specialty is -formally represented 
b/ educators on the Council; • they are chosen by virtue of their offices \- 
or .positions in their ^constituent organizations. Only one advertising ' 
associltion (International Newspaper Advertising and Marketing Executives) 
• 13 on the Council. Ur^e C hliig Llie A£^^yve^fe48l^g--P4vi-6j.<m^^ 
. urge Council participation by other prdfessionai associations, such ^ 
the American Advertising Federation and the American Associasion Qf Ad- 
vertising Agencies • • , ' . 



The ^Accrediting Cofenjittee • ' 

The Accrediting Council elects the Accrediting Committee, which 
curreiftly includes ten^educatore and s-eyen profess iohals . .^^ 

^'^''''^Doug Newsom, TeW Christian (Accrediting Conunittee Chairman) 

Sy sIsL;, South FXoricla CAccrediting Committee Vice-chairma^n) 
^ SteMossL, Northwestern (Accrediting Committee Executive Secretary) 
Tom -Bowers, North Carolina • • * . ' 

Del Brinkman^ Kans^a\ * ^ ^ 

Jim Carey, llliilois . ^ • - ' ^ 

J o ^ Ne^le Copple, Neljraska ^ . 

. Dan Dr^, vJisconsln-Hadison ^ ; . 

Kar^n Ohm, Iowa ' " '\ 

Richard Tobln, Indiana^ - , . — ' ' 



^•.Professionals , " ' .- ^ , 

. Doft Carter, Kh^ght^Ifi'dder . (ex officio, Council president) 

..William Day, The toledo Blade , . 

' ■ - ..Virginia bodge flSlder,' Knight-Ridder ^ 
' kihefii Fitzpatrick, Akron Beacon Journal 
" Paui^>>j0nensch, Louisville Courier- Journal 

Harpil Niven, National Assopiation of ■Broadcasters , 
* Cruise Palmei;,*- former editor of Kansas City Star 



' \hf Cour\tl^'has. ncr formal guidelines for selection of persons "to 
serve 6n-the Cotranittee. As in the case'vith. the Council, sequences- or 
special Ihtejffci? are not formally represented. However, some effort is 
-made to have a "variety of Interests represented by at least the educator . 
members of the Committee. At the present time. Bowers is the only educator 



who regularly teaches advertising courses. y • * 



' W THE- ACCREDITATION PROCESS 

A lournanfem unit (school or department) initiates 'the accreditation 
process bj;;^uesting evaluation, by thd Accrediting Council and 'the Ac- 
crediting Committee. ^The re<juest specifies the sequences that are to be 
evaluated^ The Wt-completel a© extensive pre-yisit report according 
to an outline provided by the Committee.' An impor.tant part of the pre- 
Visit preparation and report is an extetisive self-study, in which, the unit 
and sequences assess their ol^jectivesj strengths" and. weaknesses » ■. 

The Committee chairman* and executive secretary nominate a visit team 

- '■ 

that will conduct an on-dampus evaluation of the unit, and -sequences . Visit 
teams are normally chaired by a member of the Accrediting Committee, and 
that person is primarily responsible for evaluation ot the overall uni^t. 
In addition, visit teams include, at least one person <or each. sequence 
tjo b6 evaluated. These- dan be.. Committee members, Council members, or 
_outdidel"educatox8-_and professional^. The head of the unit being evaluated- 



may request a change in she visit team because of perceived conflict 

"of interest. Copies of the pre-visit report are sent to members of the visit 

f 

team in advance ,of the visit to gi^e them ample opportunity to study the 

•information. »^ ' 

The on-campus visit takep.two days for- most units* a^d three days or 
more for very large and,co<npAex units. While on<campus, team members 
observe 'classes, interview administrators and faculty and talk to students. 

Before leaving* campus, the team prepares^^^visitors' report that is pre- 

< 

sented to the unit head and the college's highest academic ^ of ficer. Al- 
though the. team reachefe a recommendation about accreditation at the end 
of the visit, tHat recommendation is not revealed. to the unit or college ' 

administrator. ' 

Visit reports—including recommendations—are forwarded to the* Ac- 
crediting Conmi'ittefe, which meets in March to consider all reports made during 

r t 

the school year. The Committee makes its own recommendations about each ^ 
unit— confirming or reversing recommendatiohs by visit teams—and forwards 
those recommendations. to. the Accrediting Council. The Council meets in April 
to review the Committee recommendations and to make final decisions about . 
accreditation for each unit evaluated during that academic ye&r. • ^ 

Individual sequences cannot be accredited unless the unit is accredited. 
Inturp, a unit cannot be accredited unless more than ^0 percent of Us 
atudents are registered in accreditable sequences. When 'the Council feels 
that a sequence being considered for re-accreditation does not meet ACEJMC 
standards, the-«equence can be placed on prorationafy status for lone year 
. if<,the Council believes the deficiences can.be corrected rapidly. Likewise, 
provisiodl status can be granted "to nevJ sequences being considered for 
initial accreditation. In both case|, sequences are ' re-evaluated a year later 



ACCREDITATION STANDARI/S ^ 



.( 



Units and sequences are evaluated primarily in ternjs of how well they 
meet the objectives and philosophies they have established' for ihemselves. 
These are spelled out in the pre-visit repbrt, and the visit .teams are 
concerned primarily with whether units and> sequences do whaf^hey say ^ 
they try to do. Despite this emphasis, the Accrediting Council has es- 
tablished some minimal standards f^r accreditation, and those are briefly 
suxmsarlzed here. 

a. * Units are expected to be committed to the princii>le of expanding 

opportunities for disadvantaged, groups. 

b. Students are'expected to take three-fourChs of all college courses 
outside of journalism and mass communications. 

c. ^ Laboratory classes should have a ratio of 15 students to 1 instructor. 

d While required 'professional courses can vary According to the ob- 

jectks of individual programs, all students should have instruction 
in factual writing, editing, communication law, ethics, theory, 
history and re.iponsibilities of journalism anff-mass communications. 

•e. Students should, take most of their professional courses in. their ■ 
" junior and senior years. ^ , \ " . " 

f Faculty members should have appropriate academic and' professional 
credentials. A supervisor' must be appointed for each sequence being 
considered for apcreditation. ' . ' 



Units ana sequences- should. have adequate. physical facilities, | ^ 

equipment and library resources to accomplish" tlveir objectives. 

Units should have at" least five graduates a year-. Sequences should^ 
have at least Jive graduates in each of three years preceding the 
visit. The professional accomplishmetits of graduates is one of the . 
factory considered in thfe accreditation process. ' 

Faculty members in the units and sequences are expecterto «ai"tain 
working relationships with media and other professional organizations. 

No more than 10 percent of a student> journalism and ti^ss c™^^^^""^ 
credit should be eanfed through internships, and internships for credit 
should be closely supervised by faculty members. , 



f 



The report that the visit team prepares follows a prescribed format. 

and the section on the unit's evaluation .includes the fallowing headings: " 

■ f , ' • . ■ ' •/ 

A. Administrative. Relationships and Quties ' . 

1- Unive-sitv administrative support of journalism .unit, journalism '* * 

• ' faS;.y rkationships with journalism administration.^ administrative 
• , , and faculty relationships with media, administrative encouragement 

of faculty research. 

2 ' Faculty salaries, teaching loads, promotion pplici^s; diyersity, 
•faculty participation in educational policy ma^^ing. ^ 

• -3 keeping of student records, placement' 6f journalism graduates,' 
• ' ' journalism alumhi relations'. st;udent -recruit.^ent -^^^^^^f^^^J^ 
: diversity, personal studfent advising by faculty and adminxstrat;Lpn. 

B. Budget and Facilities • \, ' ' 

; - -'1 - Journalism quarters, budget', availability and effective use of 
faculty travel funds,' student .scholarship funds. 

; - 2. AvaiaaJilityoWurnaiism books, newspapWs. per^^ 

' ' magaztr.es • . / • * » 

•C, Faculty. Scholarly 'and Academic standards. ^ * ^ > ' 

1 Administrau've adherence to stated degree requ^^e;entS^ journalism 
' stSent adiiission standards, acadenric achievement (grades). of 

. ^ jou^^flism students,.^ - . 

• 2 FacuUy morale, professional Experience of 'faculty .C academic and 

• proSJLonal achievement af faculty, •res.earch . . 
KcuSy participation in professional^c^ivities (consulting, 
'summer refresher jobs, association work, etc.). 

3 Quality a^d supervision of parttime faculty, ratio of parttime 
^ teaihers to fulltime, percent of Wtal teaching budget paid to- 

teachers, are. evaluated. 

sA Sequences being offered tiut not consid«:^d for accreditation; 
Decent of total uni,t enrollment in sequences not considered 
^or accreditation (Count l^uniors. seniors and graduate .students 
» • only) • • . ^ . ^ 

' 5 Ratio of journalism to libetai arts courses/ breadth and ^epth ^ 
Kacio oi jui^inax o ^„r^Vioo-fo An historV and communications 

of liberal ^rts requirements, emphasis on nistury 

study and understanding. 



Students and Gradtiates^ 



« Strident moiale atfd respect foor^journalism iinit, student-faculty 
- relations, professional achi'eVement of journalism gfaduates. . , 



Advertising Sequence Standards . . ^ • ' • * . 

t .The Accrediting Council has generally avoided the Establishment of - ^ 
. specific standards -for sequences, again preferring that sequences be evaluated 
in terms of their' own standards and objectives.. This philosophyyan encourage 
- Innirvatlott apd does not give larger" units and sequences advantages ojhsr smaller 
ones! Nevertheless, in 1979 the Council did issue a set of . guidelin4s for^ ^ 
^ Wous sequences, calling them- 'Wmum requirements that the unit a'hd ptoTgram 
are expected \o enhance> to-improve the .students' educational opportunities." 
Six minimal guidelines were listed for advertising sequences:- 



1. ° A qualified faculty .wi.th apptoppiate professional adverti&uig experience: 

. -2. A core of courses that' includes principles , . creat^e aspefcts, 
media selection and adyertisihg rfiseaTch. ;^ 

3. Course -work that covers t'he economic, social and ethical issues of 
V, advertising." \ • * 

'4. 'Required dAurses in marketing. 

5r .Adequate library resources for references and research, 
"e. Opportund-ty -for students 'to ?ain advertising expedience while in 
■ ' ^Ischool". - . 

Of Ibu'r^e, unit standards Tre also applicable to seq^iences like ' - 
.advertising.- And, as in th'^ case of unit evaluation, visif teams^ reports of 
advertising sequences follow a specified format. ♦ 

* • * ' • * 

A- Scholarship and Teaching • * - . - 

1 Breadth and depth of. advertising curr^ulum, teaching- effectiveness, 
' vitality of faculty, adherence to curriculum 'objectives . , ^ 

2 ' Emphasis on 'sdcial respdnsibUity of advertising, emphasis on 

understanding pf social and economic' functions of advertising, 
evidence of student- understanding of trends in advertising, . 



^ .ethics . 
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* 3. Quality of .creative courses, media-marUeta instruction, .. 
management-problem8-caInpaign8'in8tr^ction, introductory 
(principles) course, graphic, arts, use -of media (oampus and/or. 
professional) in teaching. . 

A. Internships (if any) for credit: 'academic. quality, stXicient 
production, supervisi><h, ev^iuati9n, and grading. ' ' 

B. Equipment * , * • 

, * ' ^ 

1 Amount and use of equipment available for teaching^integration . 
of journalism advertising courses with, related courses -'in ^hool , . 
of business. * ' ^ 

*C. Professional Relatidnships* ^ ^ ' ' ^ 

1 • P-rof ^ssiopajL services media, agencies and - in^dustry ; opportunity 
\ for student contact with advertising prqfessioJials, evidence 

of effective faculty relationships with professional ^advertising • 
^ people and organizations.- - ^ ^ 



•2.* Additionaa*. 
1^ ' '\ . . . OPTIONS FOR ACTION. . 



Ih light of durji^tjj^srocedui^es an^^tandardfe; the AEJ Advartising' Division^ 
!9ou.ld putfsue different courstes jof action regarding iccrdditation oS, ^ 

advertising programs* , .s ' **. ^ " > ' ■ 

' 1. The division could p>^titf on the Accrediting .Council to change f / ; 
Its minikvm guidelines -and accreditation report form. For e^mple, 
' ' ■ '. durrent, guidelines could be revisfed, guidelines-, cqu Id be added, or 

•soma '^detlnes c<^ld ^fe'cfelet^d. The guideltnes could be kept at^, their 
. . present level of deliberate abstracti6n or thej^ could, b'e made. more 
' precise.' The' Council is open .to suggestions about its guidelines 

and fltandafds, but it may resist efforts to make^tUe st^dkrds more^x^ . 
predse-becaose of thf philosophy that units and ^equences ^hould' 
'be evaluated'4ft terms'of their own objectives. Indeed, memBers of . 



^he Advertisiftg Division may not wish to make the guidelines more 

specific. ^ 
2.. The division could establis^i a set of suggestions—as distinct from 
V' Atcreditation standards of guidelines~for advertising programs. 
These suggestions could. be stated as desirable characteristics " 
f ul^ to units seeking to BStablish or upgrade phein advertising 



J^ ,,prt)§rams. ^ ^ 



3. Regardless of what the division does, it is essential to discuss 
•'standards, guidelines or suggestions with the American Academy of 
Advertising and relevant professional orgapizatAons. 



THe division's discussion of th'ese topics^an begin by considering the 
following questions.^ , , 

' l'' What iournalism and communicatfons. coursed should^ be iiequired 
' ''.for advertising students? Newswriting? Editing? Communication 

law? History? ' 

. 2. What'-courses should be required outside" journalism or communications? 
^ Psycholosy? Sociology? Statistics? Computer science? Mathematics? 
Literatuife? Art? 'liusic? ■■ ; 

• 3. What courses should if^'eqtlired or preferred frdm a' school of business? 
• ■ Principles, of marketing?. Other marketing courses? Other business 
. courses? Accounting? ' 

4. What advertising courses should te required? sPrinqiples? Copywri^ing 
/> ■ or creative strategy? Media?- -.Campaigns?. Research? Consumer 

- behavior? Which these c0urses--6r atligrs— should be available ■ 
and optional? - . <m ■ j 

5. What?booka, periodicals and reference material^are minimal requirements 
^h are options? * ."te • 

6 ShSld students be required to have a speciaUzapion outride of 
.journalism and advertising? What should it be? ^ 
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